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❑ Social Media Influencers (SMIs) in Context
❑ The Impact of SMIs on Adolescents (1)
❑ The Impact of SMIs on Adolescents (2)







“The Role of Social Media Influencers in the Lives of 
Children and Adolescents” (Frontiers in Psychology, 
2020)
Should we be concerned about the influence of SMIs on 
young people? Should this be a concern for the 
government? Should SMIs be regulated, registered, and 
policed? Should brands responsible for any perceived 
undue content be sanctioned in any way, and should 
such findings be made public? 
SMIs may influence adolescents in both positive and 
negative ways, for example, motivating them to 
behave pro-socially or adopt healthier lifestyle choices 
as opposed to encouraging smoking, drinking, or even 
criminal and violent behaviour.
3
Objectives
❑ Raise awareness within the marketing field 
about the influence of social media influencers 
on adolescents
❑ Discuss ethical issues about the topic covered 
and bring the benefits, challenges, positive 
and negative impact of social media 
influencers in adolescents' lives
❑ Acknowledge the reader on how brands are 
promoting their products and content through 
social media influencers
Social Media Influencers (SMIs) in 
Context
The Impact of SMIs on Adolescents
Consumer Behaviour in a Digital 
Era – Generation Z in Perspective
4
❑ Ryan (2014), states that SMIs are the online 
opinion leaders. They harness the power of the 
web to extol the virtues of products and 
brands that they like, and equally to denigrate 
those they find unsatisfactory. It can happen 
through blogs, podcasts, forums, and social 
media channels. Therefore, they have the 
virtual ear of the online masses’ (Ryan, 2014).
Social Media Influencers (SMIs) in Context
❑ They consider themselves expert in certain areas 
(such as their work, hobbies, or interests).
❑ People often ask their advice about purchases in 
areas where they are knowledgeable.
❑ When they encounter a new product they like, they 
tend to recommend it to friends and followers.
❑ They have a large social network circle and often 
refer people to one another based on their 
interests.
❑ They are active online, using social networking 
channels, websites, etc, to connect with their 
peers.  (Double Click, 2006)
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❑ In 2020, the influencer “industry” is 
deemed to be worth 5-10 billion USD ($) 
(Brooks, 2019).
❑ Gartner (2019) found that an estimated 
84% of millennials are likely to be 
impacted by social media influencers 
content leading them to make a 
purchase or be more susceptible to 
doing so.
❑ The most impacted and susceptible to 
be influenced by SMIs is Generation Z, 
made up of those born from 1995 to 
2010 (Francis and Hoefel, 2018). 






❑ A study using 256 (N=256) adults and adolescents 
found that adolescents are more susceptible to be 
negative influenced on the internet than adults 
(Kraut et al., 1998). Also, it shows large rises of 
depression and loneliness amongst the adolescent 
group (Kraut et al., 1998). 
❑ Curtis et al., research shows “a statistically 
significant relationship and moderate effect sizes 
between alcohol-related social media engagement 
and both alcohol consumption” as well as “a greater 
alcohol-related social media engagement was 
correlated with both greater self-reported drinking 
and alcohol-related problems” (Curtis et al., 2018). 
The Impact of SMIs on Adolescents (2)
❑ Released in November 2018, a research carried out 
by scientists from the Department of Psychology at 
the University of Pennsylvania (USA), with 143 
students (N=143), found that decreasing the time 
spent using social networks leads to considerable 
reductions in depression and loneliness (Hunt, Marx 
and Lipson, 2018).
❑ A study investigating the effect on children's ad 
libitum snack intake of social media marketing of 
snack foods via influencer Instagram profiles, found 
that influencer marketing of unhealthy foods led to 
the immediate food consumption of these foods by 
adolescents and children, while there was no such 
effect on influencers promoting healthy foods (E. 
Coates et al., 2019). 7
❑ Although there are both positive and 
negative influences that SMIs can 
spread, perhaps one of the issues 
that can skew towards negative 
influences is that being an influencer 
is a new job, within a consumption 
market and society that expects 
influencers to work for their sponsor 
brands.
Consumer Behaviour in a 






❑ Literature review method aiming to create a foundation 
for advancing knowledge, contrasting concepts, outlining 
insights, fundamentally reviewing the topics, and 
producing insights about the main themes (Webster and 
Watson, 2002). 
❑ The literature review comprised a deep search using 
electronic journal databases such as: ScienceDirect, 
Elsevier, JSTOR, Emerald, Springer, Sage, and Pubmed. 
❑ Articles were chosen according to the following criteria: 1. 
Must be peer-reviewed; 2. The number of citations; 3. 
Relationship of the keywords and abstract with the topic 
covered in this paper; 4. The reliability and validation of 
research methods. 
❑ Collection of secondary data through surveys, reports and 
reliable research projects were employed.










❑ Due to many elements causing a negative influence on 
adolescents by SMIs, researchers find that more should 
be done to protect the rights of kids and adolescents. 
The government should regulate and create policies to 
supervise how those undue influences have been 
generated and how would be possible to avoid them.
❑ A gap in the literature shows that research is needed to 
unravel the impact of SMIs on adolescents that may have 
both desirable and undesirable consequences. While 
some previous studies have investigated the tendency of 
some people, especially students, to become SMIs, none 
to date have focused on the susceptibility of young 
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una proposta di valore circolare.
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